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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui pengaruh kualitas pelayanan 

pengelola dan promosi melalui media sosial instagram terhadap minat berkunjung 

kembali ke objek wisata Gunung Semeru. Di penelitian ini kualitas Pelayanan 

memiliki 5 dimensi yaitu bukti langsung, empati, daya tanggap, keandalan dan 

jaminan. Untuk promosi melalui media sosial instagram memiliki 4 dimensi yaitu 

konteks, komunikasi, kolaborasi dan koneksi. Serta untuk minat berkunjung 

kembali memiliki 4 dimensi yaitu past visit, sense of place, attachment to place, 

dan novelty seeking. Penelitian ini merupakan penelitian kuantitatif yang 

melibatkan 100 responden. Responden dalam penelitian ini adalah pengunjung 

yang pernah mengunjungi Gunung Semeru lebih dari 1 kali. Sampel dikumpulkan 

dengan metode non probability sampling dan teknik purposive sampling. Regresi 

linear berganda digunakan untuk menganalisis data. Hasil penelitian ini 

menunjukkan bahwa kualitas pelayanan pengelola memiliki pengaruh terhadap 

minat berkunjung kembali ke objek wisata Gunung Semeru. Namun promosi 

melalui media sosial instagram memiliki pengaruh yang lebih besar terhadap 

minat berkunjung kembali ke objek wisata Gunung Semeru. 
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THE EFFECT THE QUALITY OF SERVICE MANAGERS AND 
 

PROMOTIONS THROUGH SOCIAL MEDIA INSTAGRAM ON THE 
 

INTEREST IN RETURNING TO MOUNT SEMERU TOURISM OBJECTS 

 

Firman Maulana 
 
 
 

 

ABSTRACT 

 

This study aims to determine the effect of the quality of service managers 

and promotions through social media instagram on the interest in returning to 

Mount Semeru tourism objects. In this study Service quality has 5 dimensions, 

namely tangible, empathy, responsiveness, reliability and assurance. Promotions 

through Instagram social media have 4 dimensions, namely context, 

communication, collaboration and connection. And for the interest to visit again, 

there are 4 dimensions, namely past visit, sense of place, attachment to place, and 

novelty seeking. This research is a quantitative study involving 100 respondents. 

Respondents in this study were visitors who had visited Mount Semeru more than 

once. Samples were collected by non probability sampling methods and purposive 

sampling techniques. Multiple linear regression is used to analyze data. The 

results of this study indicate that the quality of service managers has an influence 

on the interest in returning to Mount Semeru tourism objects. But promotion 

through Instagram social media has a greater influence on the interest in 

returning to Mount Semeru tourism objects. 
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